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1- INTRODUCTION 
This project seeks to demystify a phenomenon, originated from evolving consumerism and waste 
of foods. It is called dumpster diving: an activity that involves going head first into dumpsters, 
searching for food. The main focus in this project is about the barriers our target group has 
towards this activity, may it be from personal, social or cultural influences, and then how we can 
affect those barriers in order to create an awareness and knowledge about this phenomenon. To 
do so, we will use different methods in order to affect their position on dumpster diving and 
thereafter analysing how or if we have succeeded to change anything. 
Instead of standing in queues at the supermarket and spending money on food, the so called 
Freegans (dumpster divers) go searching for thrown out foods in the dumpsters behind the 
supermarkets and bakeries etc. The freegans determine if food products placed in dumpsters are 
useful or disposable by using common-sense rather than the suggestions provided by the 
manufacturer or the store, which is illustrated through an expiration date or for cosmetic reasons 
The food in the dumpsters can be several days old, but that does not mean that there is anything 
wrong with it. If it looks, feels and smells fresh then that is often a good indicator, for the 
dumpster diver, that the food is still edible.  
“Freegans are people who employ alternative strategies for living based on limited participation 
in the conventional economy and minimal consumption of resources.” (www.Freegan.info). 
The production of waste is an intercultural practice, but the perception and the volume of it has 
changed immensely. We take into account that the general view on garbage is somewhat 
distorted. The situation is often that one rotten banana results in a whole bag of bananas being 
thrown out or that the expiration date has expired even though the product is still fine. One of the 
theorists that we will be using in this project is Pierre Bourdieu. His term habitus explains why 
we people act the way they do, based on how society and the norms of social behaviour have 
affected them. It is therefore interesting to ask the question if our conceptions of food and 
garbage has derived from a common social understanding.  
It is the western countries that have the largest proportion of food waste. It has been estimated 
that one third of the food production in the United States is wasted each year (www.FAO.org). It 
is mainly people’s personal conception and opinion (or expiration date) on food that determines 
whether the food is garbage or not; one man’s trash is another man’s treasure.  
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It would not be an easy job to convince the supermarkets not to throw out food that is still fine, 
since they are not permitted to sell food that has expired, but we can try to convince the 
customers to change their perception on all the food that is being thrown out. 
We presume that the general attitude towards dumpster diving links the phenomenon with 
criminal behaviours. Different experts claim the opposite: “As long as you do not break any locks 
or enter a closed or private area, it is not illegal. When something has been thrown out it is not 
longer anyones property, and therefore it is not a felony to take it.” (Jyllands-posten 2009).  
In order to affect our target group’s opinions we have chosen to do a video mockumentary (see 
communication and the product chapter). This video will be our main tool of communication for 
affecting the target group’s attitude on dumpster diving. The video will be shown to our target 
group after a first interview (to their standpoints on the topic) and we will then conduct an 
interview after they have seen the video to see if our mockumentary has changed anything about 
their perception of dumpster diving. The multidimensional model is developed for empirical 
purposes to perform a reception analysis. By approaching the respondents’ discourses from 
different angles, the textual properties of the media product are identified. The product is tested in 
regards to its potential to change the perspectives and attitudes towards the issue.  
Our video can be watched on Youtube if you search for: “Dumpster diving with Igor”.  
This is the specific link: http://www.youtube.com/watch?v=HGx1di39R2Y. We would suggest 
that you watch the video before you read the rest of this project. 
 
1.1 - Problem Definition 
We want to discover the potential communicative possibilities in the promotion of the cultural 
phenomenon of dumpster diving. More specifically, we wish to detect from empirical data, if the 
properties of the product have the potential of changing or affecting a dominant attitude towards 
dumpster diving.  
 
To answer our problem definition, we have chosen to use different tools. We have made a 
methodological chapter where we present our qualitative research and thereafter our tools for 
understanding how to interpret our research. After the methodology we will present our theories. 
The theoretical chapter will be separated into two parts, one concerning the social context around 
dumpster diving (Giddens, Bourdieu) and the other one being the way topic-related words can be 
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perceived negatively (De Saussure, Fairclough). These tools and theories will then be interwoven 
with the answers from our target group research to unravel if our communication plan has had 
any effect.  
 
1.2 - Research Questions 
- What communicative elements should be included in a video towards change of mindsets on 
dumpster diving? 
- How can methodological theory help us understand our target group’s preconceptions and 
reactions on our product? 
- How can we, with a theoretical point of view, create a social awareness on the phenomenon of 
dumpster diving? 
- How can we understand (and communicate) the phenomenon of dumpster diving through 
theoretical reflections? 
- Can a video documentary change the students’ perception of dumpster diving? If so, how? 
 
1.3 - Delimitations 
Dumpster diving as a phenomenon is complex, and we have thus chosen to delimit ourselves in 
order for the project to be comprehensive and not too broad. A reflection upon the reasons for 
delimiting the scope of the project is therefore appropriate.  
First, we had to assess how many different aspects to include in the project, with the timescale 
being approximately one month. Secondly, we estimated that a product reflecting too many 
aspects of dumpster diving would confuse the target group, and therefore serve as a challenge in 
our attempt to change or affect the attitude towards dumpster diving. 
In the making of the video, we chose to focus on the economical aspect of dumpster diving; to 
elaborate on an economical discourse so to speak. Here, we deselected other discourses such as 
an ethical discourse as the most obvious alternative choice, since we found the economical 
discourse to be dominating and therefore more able to change attitudes.  
“Epistemologically, the attempt to discover one privileged textual meaning is bound to fail, since 
any decoding, even that of a skilled analyst, is always already another encoding, that is the 
product of the decoder’s cultural and communicative repertoires and therefore marginally or 
substantially different from all other readings” (Schrøder, 2000, p.24) In other other words, 
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provided reception analysis represent by itself an interpretation of respondent's decoded meaning. 
Which is by itself another decoding of respondents’ feedback and encoding it into analysis and 
discussion, which in turn again going to be decoded by the examiners. This could be said about 
the reception analysis in general and perhaps is the greatest limitations to the research findings.  
The project will inevitably provide an analysis of communication process in a holistic perspective 
which includes production, texts and reception, since the analysts are engaged in both processes 
of production of the media text and reception analysis. They are bound to stem in their analysis 
from consideration (awareness) of all the processes, activities and productions (of the video and 
the analysis) they engage in. It is within the limitations of the multidimensional model used in 
reception analysis to take for granted “that both media and audience discourses, and the academic 
discourses analyse them, are constituted by and constitutive of sociocultural practices in the 
wider society.” (Schrøder, 2000: 243) And therefore it is possible to assume that the preferred 
meaning or the encoder message is going to be the same as the decoded or preferred reading. It is 
worth noting that the interviews that were conducted in this project have not been 
directly  transcripted, but instead there are summaries attached in our appendix section (See 
Appendix 2).  
 
1.4- Thesis 
Since our goal is to change our target group’s opinion on dumpster diving, we must somehow 
predict if it will happen or not, according to our personal opinions, deductions, and using the 
knowledge we acquired reading on the subject. Our thesis is that our video will change the 
majority of our target group’s opinion on dumpster diving, since we have been acquiring some 
theoretical tools to do so in a practical way. It is assumed that the encoded meaning is going to 
become the decoded meaning since the message in the media product is constructed within the 
signifying constraints governing present mass discourses. There are going to be different 
signifiers/signified (referring to De Saussure’s theories) elements within the media text that might 
appeal to readers and create meaning according to their socio-cultural background, values and 
attitudes. Those elements are to be detected by conducting a reception analysis based on the 
feedback provided by the recipients via interviews. Therefore, with that specific idea in mind, we 
predict we won’t be able to convince everyone, since some of their habitus (referring to 
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Bourdieu) are already set for good and are not about to change, because we might not be a good 
enough social influence to them in their opinion. 
 
2. COMMUNICATION AND THE PRODUCT 
This chapter will be used to describe how we wish to communicate to our target group. We will 
describe our target group more specifically and thereafter explaining our choice of 
communication and how we executed the actual film. 
 
2.1 - Target Group 
The overall category of our chosen target group are the consumers. More specifically, the food 
consumers; networks of people that we deem to be influenced by discourses of consumption. 
Since this category has a diffuse character, we have specified it to be the group of consumers that 
has a common social identity in being students at universities in or around Copenhagen. We find 
here a relevance in the the economical status of students and the network potential of the 
institutions of universities. We assume that students in general have a smaller economical 
capacity than much of the general population, while the students through universities provide a 
potential for networking, which serves as an easy and effective way of communicating an idea 
from sender to receiver. By not considering any alternate and more precise target group, we thus 
left out a potentially more profitable target group in regards to our task in the problem definition 
below. A more critical reflection on this is to be found in the end of the project. 
 
2.2 -Video 
We have chosen to communicate to our target group through a video designed as a 
mockumentary. A mockumentary is a pseudo-documentary that shows a fictional story told in a 
documentary way. In our case we chose to show how our main character, Igor, goes dumpster 
diving. The mockumentary genre is a way to show a historical process in a way that is both 
fictional and realistic.  
We chose video documentary as the communicative platform, because we made the assumption 
that it is the strongest way to convince within nowadays’ 2.0 communication field. We wanted to 
exploit the strong use of Internet and visual communication to get the consumer’s attention. We 
figured that a video was more able to catch the eye of the audience and convince them towards a 
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change of attitude. Our reasons for the choice of video communication: (1) It is easier to watch a 
video than to read a whole article and (2) according with the statistics in a Fusano article, 66% of 
consumers watch the same video two or more times. (3) Furthermore, videos are more likely to 
be opened, viewed to completion and shared than a blog. (4) Also, a research involving social 
medias such as Facebook and Twitter is quite unmeasurable on such a short-time scale, because 
we can’t observe the change of behaviours in such a small lapse of time. (Fusano, 2012) We 
figured it would be better to focus on the persuasive aspect of the product before, so then, in the 
future, it becomes a great “recruitement” tool in social medias. But in the first place, we must test 
its efficiency. And when the main message is to show how easy and unproblematic dumpster 
diving can be, it was, for us, an obvious choice to make. 
 
2.3 - The making of « Dumpster diving with Igor » 
In the making of the video, we had different considerations we wanted to imply in the film to 
give the recipients the best understanding possible of our message. The storyline should be based 
on the way we primarily perceive the typical dumpster diver and also focus on the most typical 
preconceptions that people have on dumpster diving. The video should appeal to our target group 
in the way that they will identify themselves to the main character. We tell the story of a young 
student being hungry, while lacking food and money. The story involves the main character’s 
attempts to satisfy his stomach, in which he stumbles upon the phenomenon dumpster diving. We 
then show how our character’s preconceptions on dumpster diving would be degraded through 
showing that dumpster diving is not illegal, not necessarily unhygienic and only done by 
homeless people. The video shows how a hungry Igor, after looking in his empty fridge and 
empty wallet, finds a picture of “dumpster diving” on the Internet. The film then shows Igor’s 
immediate thoughts on dumpster diving, which are being used as the basis for the nuanced 
images that the video attempts to change. Igor makes the decision to go dumpster diving and 
realises how easy it is and that it is not only homeless people that do it. He ends up finding a huge 
amount of food that he brings home.  
We shot the video with a handheld HD camera and in eye height, because we wanted to give the 
viewer a better chance of being more a part of the happening. The way we filmed it was intended 
to give the viewer a closer relation with the storyline being influenced by everyday life situations. 
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It is worth noting that all the food that is being found in the video was found in actual garbage, 
and still in perfectly good shape. All the props in the film have not been manipulated in any way. 
In making the video, our choice of music varied a bit. At first, we tried to use a more upbeat 
song, but this did not work since the pace of film is quite slow. Therefore we chose to use a more 
calming sound, reflecting the message we wanted to send. The music can also be the kind of 
music you hear in the supermarkets, so through the choice of music we wanted to give the 
assumption that dumpster diving can be a normal activity just as going to the supermarket for 
food. 
3. METHODOLOGY 
In order to test the media product, the responses need to be collected and analysed. We wish to 
construct an audience reception analysis of our media product which is saturated with highly 
ideological content. The project seeks to investigate empirically the impact on the attitudes 
towards the issue illuminated and intended by the media product. We will first of all describe 
how we have collected our data, and thereafter account for our methodological and theoretical 
approach that we implement in our reception analysis. 
 
3.1 - Qualitative Research Method 
In order to collect the responses (data), based on whether it would be possible to identify 
properties of the media product that promote change of the attitudes, semi-structured interviews 
were developed and held. 
The reasons for choosing a qualitative research method rather than a quantitative method are 
determined by the aim that we had prior to execute the fieldwork in this project. The aim is to 
provide an insight on the reception of our product, rather than a more simplistic, but yet with a 
broader category of recipients, which would be done through a quantitative research method in 
the shape of a survey with more closed, structured, and final aim.  
Within the qualitative method, we specified our approach to semi-structured interviews. 
According to Wetherell and Maybin, “the personal identities of people are in part discursive 
products. Language, talk and discourse provide some important raw materials for the construction 
of self”. (Wetherell & Maybin 1996: 228) Consequently, it seems reasonable to argue that 
through discussion one can come closer to discover other people’s thoughts and feelings than 
through any other method and avoid superficial findings. The semi-structured interview is shaped 
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as a professional conversation with an aim to understand a subject’s world-view. As an 
interviewer, you should not be closed in the pre-constructed structure of the interview, but rather 
be open for an alternate direction of the actual interview process. The interviewer does not 
present his or her views about the subject discussed. The questions are open; hence it is possible 
that the interviewee provides new dimensions for the topic. 
We made the structure of the list of questions (see Appendix 1), based on the two parts of the 
interview, since it is divided in the questions that have to be answered by the interviewee before 
watching the video and, on the other hand, those that have to be answered after watching the 
video. Some of the questions are asked twice (both before and after). So, the questions before 
watching the video are mostly about the interviewee's personal opinions about dumpster diving 
and its existence. Furthermore, those questions try to find out what are the social habits and the 
social contexts of that person, with explanations provided from Bourdieu’s habitus theory. 
The questions asked after watching the video aim at understanding if the personal opinions about 
dumpster diving have changed in any way or at least had an impact if any. That is also the reason 
why some of the questions are asked twice; before and after. Moreover, the questions about the 
elements of the video are important to get feedback from the interviewee. There are also 
questions on whether or not the video was easily understandable, appealing and convincing 
towards an opinion change of the interviewee. 
 
3.2 - Samples 
In order to detect whether the message in the video was apprehended and had an impact on the 
attitudes. We chose a sample of 4 persons, which we consider to be enough for this audience 
reception analysis, yet it is not representative of the target group population in regards to the 
apprehension of the video.	  It is considered to be sufficient to detect the points and qualities of the 
media text that are more effective in promoting the encoded ideas. It is known by us that greater 
number of respondents would bring wider variety of decoding possibilities. That would indicate, 
through reception analysis, the particular properties of the media product as well as the reader’s 
specific socio-cultural qualities responsible for sensemaking and creation of meanings. As in 
regards to measuring the potentiality of the media product to produce an impact on the attitudes 
and behaviour, the research would have to involve more respondents to gather enough data to be 
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representative of the whole target group population. Nevertheless, the project does not abolish the 
aim of testing the media product potential to bring change in opinions as well as in behaviour. 	  
 
3.3 - Audience reception 
The framework for reception analysis, meaning the method for examining the analysis of the 
discourses, is constructed of relevant theories. The terms and notions are to be elaborated for 
clarity.	  
Method for analysing the data is based on two analytical theories, one being Maffesoli’s and the 
other a multidimensional model for reception analysis. Maffesoli’s theory and the use of the 
multidimensional model will provide the framework and approach for the discourse analysis 
produced by the recipients in regards to the media product. Alongside these two analytical tools, 
references to the socio-cultural theories of Giddens, Bourdieu, Fairclough, De Saussure and 
Maffesoli are going to be made in order to identify how these theories manifest and exemplify 
themselves in real life. The terms, notions, concepts and analytical perspectives used in the 
academic field of studies, such as the multidimensional model of audience perception and 
discourses, are elucidated to have a clear distinction and definition of them. 
 
Multidimensional model 
The multidimensional model widens the scope of perspectives with which we analyse discourses 
provided by the interviewees. The model draws attention to heterogeneous properties of audience 
discourses about media experience. The focus of the model is categorising the readers’ 
interpretations according to six dimensions, irrespective of their emergence order. 
Correspondingly, we will execute the identification and examination of possible socio-cultural 
reasons for developing and upholding specific readings and opinions, with reference to the 
relevant sociocultural theories.  
The concept of preferred meaning is set as a textual standard which decoding positions engage in 
the sense making process. Preferred meaning; the encoded message as intended, is clarified 
further in the analysis chapter. Based on aforementioned, we can set a standard of how we wish 
the message to be decoded. After gathering the responses in regards to the product the preferred 
reading can be identified and compared to the preferred meaning. It is probable that the preferred 
meaning intended by the encoders is also going to be the preferred reading of the decoders, for as 
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encoding sets the limits and parameters within which decoding operates. Wren-Lewis holds the 
position that “the establishing textual constraints responsible for the preferred reading must be 
seen as a retrospective exercise.”(Schrøder 2000: 241). In other words, it is within the audience’s 
responses by analysing which the parametres in which the preferred reading rests can be 
identified. It is within the responses in regards to the text where the points of the message that are 
responsible for constructing preferred reading can be indicated. Therefore, preferred reading can 
not always be forecasted and encoded into the message, it can only be determined based on the 
recipients’ responses. By withdrawing the preferred reading it will be possible to embrace the 
variety of meanings the media product invites to create. In the words of Wren Lewis: “The 
analyst task is to construct a series of “preferred readings” from the material after the 
interviewing has taken place. This will enable him/her to gauge the scope of the possible readings 
of the text allows […] and to identify the points at which the text allows/limits plurality.” 
(Schrøder 2000: 242). Therefore the project will try to detect if the product contains ‘polysemy’ 
which is usually conceptualised as “a textual property of openness that invites readers to actualise 
the meanings he/she wants, or somehow socially constrained, to generate from verbal or visual 
signs of a media message” (Schrøder 2000: 239). It will then be possible to identify if the text 
invites to unpredictability and diversity of meanings. 
 
“Dimensions of reading included in the model should not be seen as happening in 
sequential order, rather they try to capture the signifying process that may occur (near-) 
simultaneously in connection to media exposure which can only be separated 
analytically as they are often intertwined in audience discourses about media 
experiences.” (Schrøder 2000: 242). 
 
For the substantially detailed explanations of the dimensions, see Appendix 3. 
 
3.4 - Diffusion 
The French sociologist Michel Maffesoli has developed a post-modern perception of social life, 
shifting from a concept of Social to Sociality, where social relations consists in a higher degree of 
the so-called neo-tribes. Maffesoli has constructed the model below; illustrating this shift: 
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(Maffesoli 1996 :6) 
What we are interested in at this moment is his perspective on the affectual tribes that he depicts 
on the model above. We will therefore now account for Maffesoli’s 5 different categories of the 
tribes, which will be highlighted below. 
1. The affective nebula: According to Maffesoli, social existence is determined by two 
opposing types of power, the first being that of pouvoir that serves as the power ‘from 
above’, while in his work The Time of the Tribes – The Decline of Individualism in Mass 
Society he gives the second type of power, puissance, his full attention. The concept 
implies the power of ‘the mass’, and emphasises the affective and feeling dimension of 
social existence (Maffesoli 1996: 72). Furthermore, the affective character of people’s 
identification with one another illustrates an un-fixity of social relations, in some degree 
opposing traditional sociological research that draws more upon the more static 
groupings. The un-fixity goes where people meet in their everyday-life, be it as 
passengers on public transportation or as consumers in supermarkets. 
2. The ‘undirected’ being-together: This category characterises the organic aspect of social 
existence. Maffesoli perceives here being-together as a basic given, where social 
existence is not subjected by any ‘political’ or ‘economic’ reality. Rather is this category 
defined as social existence as such, excluding any finality, utility and practicality of 
‘reality’ (Maffesoli 1996: 81). 
3. The ‘religious’ model: The term religious is here used metaphorically. He argues that 
human history is inaugurated from a collectively experienced imagination (Maffesoli 
1996: 82). Furthermore, the neo-tribes can be seen as ‘religious’ due to their function of 
proximity and as alternatives to a purely rational governing of the individual by 
institutions that could seem more distant for the individual. 
4. Elective sociality: This category refers to the way in which people engage in different 
networks, again through affective relations. We select tribes non-consciously through 
either repulsion or attraction. 
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5. The law of secrecy: This category reflects the protective mechanism of sociality, and thus 
the protection of a tribe. Protection is in need, due to the forms of power imposed by the 
outside world. Maffesoli points out the unifying function of silence, from where any tribe 
begins, and by which a sense of mystery develops. This type of mystery, and the 
externally perceived mystic character of a tribe enable a tribe to share secrets, and more 
importantly it, the secret society that is, allows for resistance towards external power 
mechanisms. He elaborates from here on the organizational structure of a tribe, which 
emphasises the network, the cause and effect of a parallel economy, society and even 
administration. 
6. Masses and lifestyles: In this category, Maffesoli points out a paradigm shift confronting 
the social world. According to the French sociologist, it is no longer essential for a social 
group to have a goal or finality. Instead he emphasises pure creation as an important 
concept in this regard.  
 
4. THEORY 
In the process of changing attitudes and behaviours, it becomes important to understand 
theoretically how to do so. With the arguments against dumpster diving, we will try to change the 
mindset and turn them positive. Social influences seem to be at the core of the mind-changing 
process, playing with both emotions and rational argumentation. According to that, the 
theoretical chapter is divided into two parts. 
First, we are going to deal with theories related to the social context. The works of Bourdieu and 
Giddens will guide us to understand how the social context can benefit from the practice of 
dumpster diving or not.  
On the other hand, De Saussure and Fairclough will help us to understand the connection 
between the language with the dominant discourse, which we assume that is “not to go dumpster 
diving”. But, moreover, another barrier seems to prevent consumers from dumpster diving is the 
image it carries around in society. Both theories from De Saussure and Fairclough illustrate 
clearly that; image problem through the language.  
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4.1 - Dumpster diving in a social context 
The British sociologist Anthony Giddens will help us to formulate our premise in the constructed 
communication problem through the following paradox, which we shall term Giddens’ Paradox: 
 
“ […] since the dangers posed by global warming aren’t tangible, immediate or visible 
in day-to-day-life, however awesome they appear, many will sit on their hands and do 
nothing of a concrete nature about them. Yet waiting until they become visible and acute 
before being stirred to serious action will, by definition, be too late.” (Giddens 2009: 2) 
 
Since Giddens’ Paradox comments on global warming as one of the global threats announced via 
the discourse of climate changes, we have to reflect on how this can be connected to dumpster 
diving in terms of the communicative means. Dumpster diving is first and foremost a 
counteraction to the large amount of waste posed primarily by the food industry. We will not go 
into depth with how the consensus of natural scientific agents, be it climate experts or climate-
political pressure groups, proclaim any connection between food waste and global warming, but 
instead leave the connection to be one of common-sense of our target-group. Drawing from the 
former quote, we have by now attained knowledge upon global warming as a societal issue as 
being intangible to react rationally upon for individuals. Therefore we have a task to construct a 
tangible and constructive reaction to global warming through an ethical discourse or through an 
alternative discourse. 
One of the biggest barriers of dumpster diving is about the social habits in our modern societies. 
The psychology theory from Festinger states the following on the consequences of the concept of 
“cognitive dissonance”, meaning the shock felt when two opposite ideas collide. If a certain 
tendency has been observed for years, it must stay that way no matter what, simply because it has 
always been that way. People would rather stay in an uncomfortable situation they have known 
for years, rather than change for something they ignore the consequences of. The result is to 
ignore, to reject the new idea and keep our old opinion in mind. (Festinger, 1957)  Ever since 
consumption and capitalism appeared, in the Middle Ages (apparition of the bourgeoisie, social 
rankings, social rules to follow, money, etc), it has become very natural to buy products, instead 
of trading them. The use of money became the new way of saying “I am someone”. (Boyer-
Xambeu, 1994)  
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This is where the concept of habitus by Bourdieu, sociologist of the second half of the 
20th  century, appears and becomes relevant to our subject. The habitus concept is referring to 
social habits and rules to follow, depending on your social ranking in society. He refers to this 
concept as “systems of durable, transposable dispositions, structured structures predisposed to 
function as structuring structures, that is, as principles which generate and organize practices and 
representations that can be objectively adapted to their outcomes without presupposing a 
conscious aiming at ends or an express mastery of the operations necessary in order to attain 
them.” (Bourdieu, 1980) In other words, it is more or less a system constructed from different 
categories, perceptions, thoughts, actions and appreciations in a society. It is very flexible, 
depending on the education you get, the country you live in, your personal experiences, etc. This 
is why, when two people live the same thing, they will interpret it differently. This habitus, this 
way of thinking, can be changed, since it is flexible yet relative. It is constructed with social 
influence from groups related to the person, both as an individual (family, work, friends) or as a 
member of a certain way of thinking, a citizen of a particular society (government, city, country, 
etc.) One’s social habitus starts developing at a young age (childhood, adolescence) and then 
continues to grow throughout adulthood. The person starts off with values and rules imposed by 
its parents, then continues constructing its habitus a certain way as an adult with politics, friends 
and other social influences (Bourdieu, 1980). 
We will then aim to be part of an experiment towards a change of mentality, of habitus. How? By 
focusing on students, not yet on an “adult” mindset stable ground, and try changing their habits, 
yet their mentalities. By providing solid rational arguments and facts about dumpster diving, the 
subjects are smart enough to know it is logical and rational, and yet not directly reject the idea. 
Making the video, we are also aware of the habitus of our target group and the media used. We 
must stick with social conventions in order to get to students, and not go too far in the making.  
Of course, we ourselves will have some barriers on our way to modify the students’ mentalities 
and behaviours. In order for one’s habitus to be changed, the subject must determine how 
important and reliable the new knowledge and experiences he or she acquired is. That’s why we 
will try to demystify the myths throughout the catharsis (identification to a certain situation or 
person in the video) in order to get in touch with the emotional, personal part of the habitus. 
That’s why we must at first get to the people, the core of society, so then the tendency can spread 
more easily. Social habits changes start with personal, individual behaviour change. We will 
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therefore form a new habitus for them, because the experiences and knowledge they will acquire 
will become part of their past, as souvenirs for a self-reconstruction of habitus.  
 
4.2 - Dumpster diving and language 
Dumpster diving. Dumpster, dive, trash, container. What does it sound like? What does it 
transmit to us? Ferdinand de Saussure was the linguist who made official the general thought 
about the words and what they communicate to us. Known as the father of the linguistics of the 
20th century, the De Saussure's theories and his conception of the signifier and the signified have 
become relevant in the course of time. According to the signification model, the signifier is the 
interpretation that we give to the words and, on the other hand, the signified is the words 
themselves. 
In that way, the linguistic units are seen as individual concepts -like signs- that entail different 
connotations related to, for example, some sounds or sensations (De Saussure, 1916: 65). 
                         
 
 
 
 
 
TRASH                                     
       DUMPSTER 
Those drawings symbolize the signifieds in the way we usually observe them. These sensations 
correspond directly to the words themselves and their respective images. 
So, the linguistic unit (the sign) is a double thing. As said earlier, it is formed by two terms: the 
signifier and the signified, which are, in another way, the acoustic image (signified) and the 
concept (signifier). 
In our case, the dumpster, as a sign, means the place where the trash is. Normally, people will 
open the dumpsters carefully, because of their dirtiness. Furthermore, it usually smells bad, 
because of the trash that is inside of the container. On the other hand, the trash is usually in 
	   18	  
different bags with all kind of things inside, and not only food. Moreover, the food-products are 
usually dirty, broken, worn out. 
Those images and their connotations are negative and also the most common. However, our main 
goal here is to change the mentalities and the behaviours and it seems that De Saussure can 
provide us with a theoretical foundation, more concretely in the part about mutability and 
immutability of the sign. 
Any signifier is imposed by the people and belongs to an arbitrary character (De Saussure, 1916: 
67). If you want to change something, it must be based on something reasonable. In addition, the 
complex character of the language makes that people do not want to change it. All those 
characteristics seem like obstacles, but time is a key factor related to mutability. The time can 
change the signifier and the connotations of a sign and, combined with other alteration factors, 
can be stronger. That variation factor can be a campaign, for example, like the video shown in 
this project. Finally, according to De Saussure, the language is impotent and powerless in the face 
of the alteration factors. That is a very important advantage in order to change the signifier and, 
therefore, the connotation of a word (De Saussure, 1916: 71). 
If De Saussure gave us the key to reflect about the relation between the words and their 
connotations, the English linguist Norman Fairclough has very much to say in the field of the 
dominant social discourse through the language. This is the next step to take, since  words are 
fundamental components of the language. However, it is better to expand the word “language”, in 
order to use a bigger one, which explains the whole sense, and that one is “discourse”. According 
to Fairclough in Social discourse and change (Fairclough, 1992), it is a fact that the language is 
one of the main examples of the representation of the dominant discourse. That way, we suppose 
that the ruling discourse at this moment in the dumpster diving areas is a negative attitude 
towards that activity. That also explains the reason of the execution of the campaign, which is the 
heart of this project. 
The laws around this topic -limiting the practice of the activity in some way-, the bad image 
given by the people who look for food in the dumpsters -symbolizing the need of looking for 
foods instead of buying it because of economic reasons- and the moral principles couple with the 
ethics rules impede that kind of behaviours.  
Fairclough studies the analysis of the discourse and gives us the key to create one. It is important 
to know how is constructed the dominant discourse and what is behind it. The language is 
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determining for the construction of any discourse and that is what Fairclough deals with in his 
book Language and Power (Fairclough, 1989). It is Saussure's task to explain how the word 
“trash” has a bad connotation, but Fairclough also explains that the group using a connotative 
language when talking about dumpster diving contributes to the creation of a discourse against 
that activity. 
The “hidden power”, which Fairclough warns us about in the same book (Fairclough, 1989: 43), 
impedes dumpster diving becoming a popular activity in the mass medias, since the medias' 
owners do not include news related to dumpster diving in their agendas. However, thanks to the 
Internet, the videos and documentaries about dumpster diving are becoming popular on visual 
platforms such as YouTube, which favors its spreading. 
The access to power through language is also an important topic to Fairclough, who claims that 
the “free speech” is a simple myth (Fairclough, 1989: 63). Just like in the religion's field you can 
access or modify the discourse only being a priest, Fairclough uses the same premise to the others 
fields of knowledge. But in language's terms, he also distinguishes the concept between the social 
contexts. For example, in terms of formality, talking about dumpster diving can be inappropriate 
depending on the social context, and that is a way of limiting the discourse (Fairclough, 1989: 
65).  
To admit in public this practice can become a problem according to the communicative-social 
context. To speak about it, for example, within a friendly circle formed by members with similar 
ages can be easier than to speak about it in a business lunch.  
 
5. ANALYSIS 
After gathering the theoretical issues and the respondents’ answers, we can join both in order to 
discuss whether or not our product had an impact on our target group, and how their respective 
knowledge took a part of their mindsets. At first, we will present an audience reception analysis, 
using the multidimensional model followed by a diffusion analysis with Maffesoli’s tribal tribes 
theory. 
 
5.1 - Audience reception 
In order to set the standard as a decoding disposition, the preferred meaning ‘inscribed’ by the 
encoders into the media message is clarified. The preferred reaction would be the one that would 
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result in the change of the attitudes or the behaviour namely embarking on dumpster diving as a 
regular activity. Therefore we hope that the understanding produced by the respondents would be 
that of perceiving dumpster diving as positive and beneficial to the individual and society, and as 
an activity that should be implemented in the subject’s everyday life. The preferred meaning of 
the video is concerned with the demystification of the general representation of dumpster diving 
as it is present in everyday discourses, hence it is not representative of reality. The music used in 
the video is ideologically neutral and intended to create a calm, uncolored attitude towards the 
message of the activity in the video, as if it is a regular activity of food consumption. In other 
words, the music is not from the alternative new wave genre, but is a classic jazz composition, 
which supposedly ought to be associated with the normal everyday life instead of an activity that 
is frowned upon. 
The video depicts at first sight an everyday experience of a person realising that he is hungry and 
goes to check if he has got a bite to eat. But after checking the fridge and the wallet, which were 
both empty, the person goes for an unprecedented action of searching for free food on internet. 
People sometimes do not realise how much they are bound to the dominant ideology and 
discourses, mostly when these positions are fixed on contextual backgrounds, as described with 
the concept of habitus by Bourdieu. This is visible by the first search on Google, to be specific, 
the person does not search for dumpster diving but stumbles across it. After discovering the 
existence of the activities associated with dumpster diving, our main character Igor imagines it as 
being very unsanitary and illegal. After discovering that it is in fact legal, he endeavours to 
experience it for himself with his own eyes. Arriving at the first spot Igor realises that there is 
lots of good packed bread in the dumpster. He meets another person dumpster diving and this 
meeting ruins the last delusion about dumpster diving being practiced only by homeless people. 
He continues in another dumpster and discovers more food, after which he returns home and 
enjoys his findings. Therefore the decoded idea is to lead people out of the oblivion by providing 
disproofs of the dominant view on dumpster diving by which would then motivate them to try it 
out. 
The focus is on the transition from perceiving one aspect of dumpster diving as being unsanitary 
to overcoming that delusion by experimenting and taking action.  
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Multidimensional model 
By covering the dimensions of the model in the analysis, we will discover different perceptual 
aspects in play and also answer the question about whether or not the video has a potential to 
change behaviour. By this we will find out what meaning the media message has created and how 
it has been decoded by our target group. 
A) Motivation 
Reminiscence - “something in the message reminding the reader of people or experiences”  
Innovation - “the experience of gaining new insights provided by the text” 
Identification - “feeling some kind of attachment to a character in the text” 
Community - “feeling the sense of belonging in the textual universe” (Schrøder 2000: 245). 
We will try to detect (1) Whether the idea in the media product reminds our target group of 
similar experiences, (2) Whether the subject identifies him- or herself with the problematics of 
the video and thus feels recognition to the character in the video, and (3) Whether the subject 
feels the sense of belonging to the textual universe. If it can be identified from the responses that 
a subject falls into any of these categories, then it is possible to say that a subject was motivated 
to watch the media product.  
B) Comprehension 
Comprehension is to be understood as “a decoding continuum from complete divergence from to 
complete correspondence to either the encoders’ intended meanings or the readings produced by 
other recipients” (Schrøder 2000: 246). 
C) Discrimination  
We will try to detect the viewers comments upon the aesthetic part of the media product; for 
example, discussing human element of the production.  
D) Position 
With the help of this dimension, we will try to withdraw the respondents’ opinions and attitudinal 
stance towards the decoded message, whether the respondents ‘accept’ or ‘reject’ what they think 
the idea is. Meaning, the first question is: “What is the message to you?” The message to a single 
informant can be different from the message intended and from other readings. The second being: 
“Do you agree with it?”. 
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“With the concept position the model attempts to cover the informant’s subjective experience of 
agreeing or disagreeing with the perspective perceived by the informant to reside in the text.” 
(Schrøder 2000: 250). 
The viewers’ perceived perspective can be different from that of the encoders’ intended 
perspective (in this case there will be divergence from the encoders’ intended meaning in the 
comprehension dimension) at the same time the viewer can either accept or reject it. 
‘Acceptance’ does not mean adoption of ‘preferred’ position supposedly inscribed in the product, 
but the recipient’s agreement with what he or she perceives to be the message of the product.  
E) Evaluation  
This is where we will try to detect whether the readings can be categorized as ‘oppositional’ or 
‘hegemonic’ in correspondence to dominant social discourses. In this category, we will try to 
detect whether the message had an impact on the attitudes, we will detect whether the preferred 
meaning became the preferred reading. “To pronounce a given reading hegemonic or opposition 
means that if the reading were converted into a social practice, it would contribute to preventing 
or bringing about what he or she sees as desirable social change, respectively.” (Schrøder 2000: 
251). 
F) Implementation  
We will try to detect whether the changes in the attitudes, if any, were actualised in change of the 
behaviour.  
 
Since our first respondent is moving to Copenhagen in an apartment this summer (she has an 
interest in watching the video in order to get more information and she also belongs to the textual 
universe - innovation and community  - motivation) and since she will try to save money on rent 
and so on (association with imagined similar future experience of lack of finances - reminiscence 
-motivation) she will sincerely consider an option of dumpster diving in the worst case scenario 
(correspondence to encoders intended meaning- comprehension; agreement with the perspective 
perceived, - position; categorised as ‘oppositional’ to dominant discourses - evaluation; and 
probable realisation of the idea in practice - implementation). By the first example it is visible 
that all dimensions of reception are present apart from Discrimination.  
According to the above illustrated reception analysis of the first respondent it is possible to 
assume in regards to our media product that in case of present motivation to be exposed the 
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message and clear comprehension of and correspondence to the encoders intended meaning as 
well as agreement with the perceived perspective, which leads to the readings to be evaluated as 
ideologically oppositional, the respondent might be more inclined to the implement the readings 
in practice. 
In the opinion of the second interviewee, the video is shown in the perspective of someone who 
does not have money to buy food (understanding the message correspondence to intended 
meaning -comprehension). Instead she would have liked to see other point of view, for example, 
a student who has money enough to live good who also does dumpster diving (rejection of the 
subjectively perceived idea - position). In that way, she did not identify with the main character 
of the video (weak motivation); and she did not draw attention to the second character of the 
video (divergence from encoders’ intended meaning - comprehension). By this example we can 
see that the viewer did not embrace the total comprehension of the media text. Her reading of the 
product was not in complete correspondence to the intended meaning.  In other words she first 
misunderstands the message by thinking that dumpster diving is done only by people in lack of 
money, failing to note the second character of the video, which represents what she is looking for 
(divergence from intended meaning); while she also ‘rejects’ the perspective of the message (as 
she sees it) as being not persuasive and representative of her expectations. Perhaps it could be 
said that for this specific respondent the main grain of the message of  video was too focused on 
the main character and the second character did not capture enough of her attention. 
The fourth interviewee comprehends the message but is so concerned with the sanitary aspect of 
dumpster diving, so he could not agree and ‘accept’ the message that we tried to send (rejection - 
position). We could argue here, that his elective sociality commits him to choose and remain 
connected to a nearer network through his professional and academic community, rather than 
connecting with an ideologically near, but practice-wise, distant network. We are here dealing 
with the influence of the degree of proximity that persons have towards a tribe. In line with this, 
it is possible to observe here the importance of the social context stated by Bourdieu. 
For all of the interviewees, the message was clear enough: they think that our purpose was to 
inform about what dumpster diving is, and also to encourage people to go dumpster diving. 
However, according to the responses of our interviewees, the understanding (comprehension) of 
the main message of the video has been eclipsed due to the excessive attention to other aspects of 
the video related to the aesthetics (discrimination). For example, the second interviewee thinks 
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that the video could be more “attractive” to make it “more dynamic and less boring”. She 
specified that the music was too slow and quiet to the topic and also that some scenes could be 
deleted because of the repetitions of Igor's gestures or movements. Furthermore, the first 
interviewee thought that the less convincing elements of the video were that some scenes show 
something that “It looked unsanitary at times, sketchy, and iffy”. The “darkness” of the video was 
a problem to the third interviewee. He thinks that “the fact that the footage was behind the store, 
during the night, and seeing dumpsters in a dim light”. In his opinion, “it made the whole 
ambiance of dumpster diving unwelcoming and dangerous”. . 
None of the interviewees have ever tried dumpster diving. That is a very important fact to take 
into account, since their perception of the topic is not complete: it was formed only with the 
comments of their friends or acquaintances. Which is in line with our assumption that the activity 
of dumpster diving is not represented neither illuminated enough in the dominant discourse to 
construct complete awareness of the phenomenon including all its nuances and that is why it is 
not the common everyday activity; and vice versa, meaning that it is due to the activity of 
dumpster diving not being an everyday common practiced by bigger number of people than it is 
now, it is not represented in the media governing the overall discourse. The absence of the 
implications of the activity from dominant everyday discourses forms a mystical sense towards 
the phenomenon, and therefore permits a flow of secrecy within the social group of dumpster 
divers, from where we now can draw a parallel to Maffesoli’s conception of neo-tribes. The 
mystical attitude towards dumpster diving stems from the everyday experienced world outside 
the neo-tribe, and serve as the premise of its existence and development. However, the more 
dumpster diving as a phenomenon becomes part of dominant everyday discourses, the lesser the 
mystification of the neo-tribal activities evolves. During the production of the video, we were 
deliberating on how to illustrate the tribe without ‘revealing secrets’. The secrets will always 
remain within the neo-tribes and spread within its network without reshaping the dominant 
discourse. It is implied in the actual premise of the existence of neo-tribes that they serve as a 
response and a reaction against a political and economic reality, such as capitalism, that governs 
individuals by their function through a mechanism of pouvoir. Due to the premise of the 
existence of neo-tribes it is then impossible to implement dumpster diving in dominant everyday 
discourses, and it is neither our intention. From here we are dealing with a change of attitudes in 
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the dominant discourses, and a change of behaviour of persons discursively in line with the more 
marginal discourse that dumpster diving exists within. 
Returning to the concrete reception of the media product, the personal opinion of three of the 
recipients about the topic is “quite positive”. It is possible to say that the message got through 
since three people that keep having a good opinion about the dumpster diving after watching the 
video. It was possible to detect correspondence to intended meaning - comprehension; as well as 
‘acceptance’ of the perceived position. That is, these three people have strengthened their 
thoughts about the topic. In this aspect, it is possible to say that preferred reading more or less 
corresponded to general preferred meaning, namely gaining insights into the issue and 
developing positive attitude towards it. The most commonly decoded readings were the ones that 
draws attention to the legal side of the process and the process itself. 
Regarding to the only one who has a “deliberate opinion” about dumpster diving, he did not 
change his attitude towards the phenomenon in any way, he did, however, broaden his horizon to 
some degree. He specified that, in all probability, his unwillingness to dumpster dive might also 
stem from social conventions illustrated through measures of health, security and his upbringing. 
This relates his responses to be situated on ‘rejecting’ continuum of the position dimension, since 
he disagrees with the message provided by the video argument in regards to hygiene. he provides 
a response guided not by dominant discourses but with alternative framework of reference 
(negotiated position in relation to dominant discourse - evaluation). He considered going for food 
from the bakery’s dumpster, but concluded that he would only do it under extreme economic 
circumstances, and definitely not for any ethical reasons, since he believes that there exists more 
effective ways of changing the paradigms of the food-industry into something more ethical. In 
this way, the interviewee pronounces his ideologically alignment with his own idea of the activity 
prior to the presentation of the video and confirmed it through the reproduction of his decoded 
meaning after the presentation, while in practice he feels repulsed by it if we put it in the 
perspective of neo-tribalism. The repulsion is caused by sentiments rather than a logical 
assessment, which make us assume that he would be able to commit to a neo-tribe, if the 
experience of its activities did not resolve in a conflict between opposing social conventions.  
If the social group of dumpster divers can be conceptualised as a neo-tribe, how can we then 
define it? Other than the concepts of Maffesoli that we have already touched upon in the above 
analysis, we can consider the “neo-tribalist” character of “the affective nebula”. Since this 
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category emphasises the feeling dimension of social existence in terms of a subject’s 
identification to a mechanism of power, then we can explore the power that they oppose. If we 
assume that the conventional consumers of food are imposed by power from the food-industry 
that determines the consumers’ choices of consumption, then we should draw as a sub-conclusion 
that dumpster divers redeem their internal puissance through their daily life by consuming 
products outside the structured, and by political organization provided, system of consumption. 
From the neo-tribal character of “the undirected being-together” we draw an assumption about 
social existence as a basic given, and thus not subjected by any political or economic reality. 
However, the types of responses in our interviews provides us with an audience’s reception of the 
exact political/economic reality of the social phenomenon. None of the interviewees perceive 
dumpster diving primarily as an activity that commits firstly to social encounters in everyday life 
and as a phenomenon in line with a subject’s basic given social existence. They instead saw it as 
a utility and finality based organization both before and after the presentation of the video, which 
makes us argue that the sample of the audience was conscious enough of the given political 
reality that they perceive as determining the existence of dumpster diving as a contractual group. 
One of the interviewees had a materialistic and consumerist conception of the activity, when 
defining it as ‘a cheap way to get stuff’ prior to the presentation of the video. In the part of the 
interview that took place after the presentation of the video, she even emphasised her positive 
reaction to the varieties of products that the character in the video was able to find.  
Maffesoli’s conception of the ‘religious’ model of tribalism is relevant to reflect upon by taking 
point of departure in the concept of ‘freeganism’ used in the video. This concept, together with 
the daily-life like storyline in the video serve implicitly as an attempt to signify a meaning that 
should point towards the freegan movement as one that people can identify with and find a 
community in, in a higher degree than one would do with any institution that governs individuals 
in a rational manner, for instance through political parties with green politics as a central issue.  
Prior to the production of the media product we had to reflect on, among other things, the target 
group, and in what way we could demystify some of the common stereotypes that dumpster 
diving in our conception is subjected to. A reflection that might seem commonsensical in that 
matter, was in regards to how we could produce signifieds in the receiver of the text, which 
would attract people in their identification with the product. The obvious assessment in this 
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relation was to dispose of the imagined signified that relates to repulsion. However, the 
assessment related more to imagined signified that related to either logos or ethos.  
 
5.2 - Theoretical Discussion 
The theory chapter of the project would not have made sense without a proper application in the 
discussion to make it richer on contents. We could observe, thanks to the analysis, how the 
theories related to dumpster diving and social context (Bourdieu and Giddens) and the other 
related to dumpster diving and language (De Saussure and Fairclough) have been reflected in the 
responses of the interviewees. Let’s explain in which way. 
Giddens has been the guide of the project in an ideologically way. His theories about the climate 
change and about the ecology explained above have been very present in the responses of our 
interviewees. From the signifieds of the expression “dumpster diving” (“modern recycling” in the 
case of the fourth interviewee), until the personal opinions about the topic and also about the 
reasons to do dumpster diving (the first interviewee thinks that is horrible that most people don’t 
get enough food). Even in the case of the third interviewee (one of the two people who would not 
go dumpster diving even after watching the video), he reflected on the aspect of giving a second 
life to the food products. In addition, it is very relevant in the responses of the second 
interviewee, because she thinks that it is important to make the most of the expired food in this 
context of economical crisis, due to there are people suffering because of the absence of food.	  
According to the De Saussure’s theory related to the signifier and the signified, the receivers’ 
perception when exposed to language, is a key to understand the consequent connotation. For the 
first and also for the second interviewees, the words that came to their minds were “food”, “free” 
and “sharing”. However, the third interviewee gave a signified very literal to the expression 
“dumpster diving”, which is “dive into the dumpsters”. Although all of them had an 
understanding of what dumpster diving is before the interview, the third one seemed very 
impressed when he observed the process of doing dumpster diving in the video. We can deduce 
that, although he had a slight idea about the topic, he did not understand it thoroughly. Finally, 
according to the last one, the signified is “modern recycling”. That definition can explain how he 
ideologically agrees with dumpster diving but he would not go, due to his educational 
background.	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The video has shown reasonable arguments to go dumpster diving and, according to De Saussure 
and his theory about the mutability of the sign, those are enough reasons to change the signified 
of any sign, along with the time and with another alteration factor (like a campaign). Although 
we could not predict and ensure what was going to be the interviewees answers after watching 
the video, we could observe that the first and the second interviewees think now about doing 
dumpster diving as a very possible future behaviour, since the video increased their good opinion 
on the topic. However, at the moment, the social contexts of the two last interviewees seem 
stronger than the effect of the video. 
Although most of the dilemmas related to social context are going to be solved later, thanks to the 
reflections inspired by Bourdieu, the dominant discourse that Fairclough states is visible in the 
responses of our interviewees. They all were first-timers to see the process of doing dumpster 
diving because they had never done it. On the other hand, the social barriers, formalities that he 
dealt with, are also present in the interviews. A good example for these conventions is the fourth 
interviewee’s situation. If we understand the medical background as a context of formality, we 
will be able to add one element more from Bourdieu’s habitus. In that context, doing dumpster 
diving would not be accepted by the sanitary community. It is possible to observe other examples 
in the responses of the first interviewee. Before watching the video, she confessed to be afraid of 
doing dumpster diving due to what other people might think, but she admitted that it would be 
less important if she went dumpster diving with a group of friends, with whom it would be a very 
different social context to do dumpster diving confidently in a friendly environment.	  
 
The social context of the interviewees seemed to be coming from a few social influences around, 
defined by Bourdieu’s habitus. The first interviewee is Danish and still living with her parent, 
therefore in a context where she does not have any money problems so far. Her parents go to the 
supermarket to get food. This is her habitus: she has been used to this all her life. Although she is 
not in the need for new habitus right now, a flaw was observed: social influences. She seemed to 
be caring a lot about what her friends thought about it, may it be the opinions the people would 
have on her, or simply what her friends think of the concept of dumpster diving in general. Her 
opinion on dumpster diving was influenced mostly by their opinions and behaviours than the 
video. It gave her an extra motivation and information on the subject. As of real motivation? 
Maybe. She said she would, but at the moment we cannot be sure enough of her future state of 
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mind. The second interviewee is in “a perfect situation” to get influenced: she is a Spanish 
exchange student living in Denmark. When speaking about dumpster diving, which she knew of, 
she would refer mostly to the ecological and economical reasons, in a wider global context. Her 
habitus is strong on social and political matters: she is informed and aware of food-waste 
problems. Her habitus was constructed in a way that she would go dumpster diving, even though 
she has not been yet. The surprising thing is that her cultural background would not usually make 
it so: she is from Spain, where dumpster diving is not really popular. Her current situation 
changed the way she would think, since she is in a situation where lack of money is omnipresent 
and the mindsets in Denmark is really different from Spain’s. She would go with friends, not 
alone. Social influence seems to be still really important. The third interviewee is again an 
exchange student, therefore with less money. His approach on dumpster diving was always 
biased: he has a positive opinion on it, but would not go dumpster diving. He thinks it is a 
rational thing to do, thinking about food-waste and money saving arguments. But still, he would 
rather go to the supermarket even if he does not have any money than to go in the dumpster. 
Why? Because of the setting the dumpsters are into: at night, in certain dark areas, where it seems 
illegal and unhygienic. He mentioned the video left him out of reasons why he would not go. His 
habitus he got from his French cultural background and his education is strong and barely 
influenced by us. We did not go far enough in his emotions to get to his behaviours. The last 
interviewee is Danish and all against committing to dumpster diving himself, and it is because of 
his conservative habitus. He may be a student, but he is a medicine student and also an activist. 
He believes there are some economical solutions to the food-waste problems. He would focus 
more on the dominating economical and health discourse and the distorted relation between 
nature and culture, and thus the general ecological discourse. This is the consequence of his 
educational background, where the Danish culture has nothing to do with his opinion, which he is 
completely aware of. 
There is a distinct difference between the foreigners and the locals. The exchange students would 
not reject dumpster diving at first, because of their economical situations. But their cultural 
background played a great role in the subject’s opinions: while one rejected the habitus of her 
motherland, the other one kept it very close to his personal behaviours. It has to do with the 
education they got, as well: they all knew at first what is dumpster diving and were aware of 
food-waste problems, so it was rational for them to see dumpster diving in a good light, even 
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considering one out of two would not go. The Danish were quite the contrary: while one was 
projecting the economic discourse as a way of rejecting it, the other one took that discourse to her 
advantage. They both had more or less the same cultural background, being from Denmark, but 
managed to think differently, all of that because of their respective education and family 
backgrounds. 
So, half of our respondents agreed that they would go dumpster diving, but three out of four 
would agree to the arguments we presented. How can we explain this paradox? Maybe with this 
presumed habitus: students are open minded persons, informed in today’s communicational 
context, but no actions or almost none are taken. These are our remarks, but there is still a need to 
see if the behaviours will really change, since the opinions appeared to be quite the same before 
and after. This is another example of cognitive dissonance. 
 
 
6. CRITICAL REFLECTION 
Of course, some errors were made along the way, some of them in relation with our limitations, 
that gave us less field of studies to get information from. At first, we restricted ourselves only 
with students. It is a small field of studies, often misrepresented and transforming yearly, with the 
arrival of new mindsets and the exclusion of some dominant opinions. It is not an exact science to 
speak of. It is therefore hard to get an objective perspective. Then, our target group was really 
limited. Four students is not enough to get the pulse of the whole population, as well not a good 
representation of the different opinions on the subject matter. We could have chosen to interview 
10, 20, 25 persons even! The issue here was time-consuming related, which we will develop 
some more later on. Choosing those respondents randomly was a choice we made, but we could 
have selected the interviewees in a different way, such as selection strategy, where we would 
choose four students all going to different universities, all studying in different fields, all living in 
apartments or all never heard of dumpster diving before. The upper part of our chosen method is 
that we don’t know what we could get. The down part of it is that we could have gotten four 
things that are exactly the same and not representative of the whole student population. Choosing 
a different selection process could have clearly separated the groups of mindsets, to see if the 
habitus is something we can really rely on, or it just depends on the person.  
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Pursuing, the interviews could have been done differently. At first, the interview methods could 
have been different: choosing both before and after watching the video interviews was a choice 
we made to see if their perception has changed because of our video. This method is relevant 
when talking about audience reception analysis, but isn’t when you want a more theoretical 
analysis, where only an interview would have been enough. Second, the questions could have 
been different and focusing on habits and facts about personal consumption, for instance, if our 
work would have been more food-waste rational argumentation related.     
Also, we used four theories to analyse our different aspects: Bourdieu and Maffesoli regarding 
social aspects and De Saussure and Fairclough with the image/language considerations. This 
relatively excessive amount of theories might have kept us from an in-depth analysis using only 
one theory, may it be with the ones we have chosen, such as Giddens (with a deeper analysis, we 
could have gone more thoroughly into the ecological discourse), or for a totally different one. 
There are other theories we left apart, such as Foucault’s. We could have used those to interpret 
the topic with a whole new philosophical angle. We chose those theories because they were 
related to audience reception analysis, social habits and image using economical discourse. 
Following, the short amount of time we had to realise this project left us with a few limits. First, 
the video was shot in one night, because it needed to be edited as quickly as possible so we could 
get a quick feedback from the respondents. Second, it kept us from elaborating the project on 
another wider angle, such as social medias reception analysis. It could have been interesting to 
develop our first communication campaign (Print & Media workshop) into something more 
global, but it was too much of a task and kind of a subjective matter to observe in such a short 
timescale.          
However, with the angle we chose to work on, which is less time-consuming, there were still 
some flaws in our work. We decided to focus on video aspect, empirical and theoretical research, 
as well as methods. We could have gone more into depth with the task if we only chose to focus 
on one of the aspects - for instance a purely theoretical project due to the presumed 
controversiality related to the topic, an ideologically grounded aimed project, which we make the 
task more difficult than if it was aiming at changing behaviour in something that is common 
sense (for instance a CSR-project aiming at making the food-industry more ethical), or just to 
focus on the production of the video such as what reflections did we have throughout the making 
of the mediation instruments. 
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7. CONCLUSION 
Lastly, we will present our problem definition once again: 
We want to discover the potential communicative possibilities in the promotion of the cultural 
phenomenon of Dumpster Diving. More specifically, we wish to detect from empirical data, if the 
properties of the product have the potential of changing or affecting a dominant attitude towards 
Dumpster Diving. 
Through our research and our data collection, we tried to cover how our communicative methods 
could or have had an effect on the way our selected target group perceived dumpster diving. 
Through our methodological tools and our theoretical guidelines, we have examined and analysed 
how our communication product have had an influence. With these tools, we have been able to 
analyse the answers we got from our interviewees and place them in a theoretical context 
concerning society and language. Our thesis was that our video will change the majority of our 
target group’s opinion on dumpster diving. The study has given us an understanding of how this 
certain kind of communication has been proven to be somewhat successful. The way we mainly 
communicated the phenomenon through the video was to convince people about the economical 
benefits about finding free food without breaking any laws (except social boundaries). Through 
our communicational investigation, we are able to confirm our thesis, meaning that we have 
changed most of the positions and the embedded habitus of our target group in a way that the 
product was intended. However, two respondents would never go dumpster diving, because of 
their background. This was to be expected, since we were not relevant enough to them, which 
could be understandable. But to inform and provide rational argumentation was a success for 
three out of four, so we could say the message got to the majority we wanted to convince. We 
learned that it is important to make it apparent for the recipients that personal behaviour has 
tangible implications for the distribution of the food. It means that a person must have clear 
realisations of the consequences of his role as a social agent. In other words, it is an 
understanding of the connection between his intentions, actions and influence they have on any 
social setting. They failed to embrace the perspective about dumpster diving being hygienic, not 
because of the limitations of the media, but due to their habitus. From the responses we got, we 
could see that two of the opinions provide near denoted (literal) meaning of dumpster diving in 
regards to the sanitary issues.which correlates with the hegemonic discourse 
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Furthermore, we can conclude that in order to apprehend the dumpster diving ideology, the 
subjects must have the same connotations of the words integrated in the phenomenon. Therefore, 
there is a logical explanation as to why it is a small group of people that chooses to practice this 
specific activity. Our communication product have only been successful to a certain extent 
because the barriers constructed through habitus were too strong to be destroyed by the 
arguments of the economic discourse.  
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9. APPENDIX 
Appendix 1 
List of questions that we asked our target group 
 
1- Do you know what dumpster diving is? If so, what is your definition of it? (Before. If the 
person doesn’t know what it is, explain it to him/her.) 
2- When you hear “dumpster diving”, what is the first word or expression that comes to your 
mind? (Both times, notice if it has changed from one time to another. Only one word if possible.) 
3- Have you ever been dumpster diving? If so, how was it? (to be asked only before watching the 
video) 
4- Why would you GO dumpster diving? (Positive arguments, both times, see if it has changed) 
5- Why would you NOT GO dumpster diving? (Negative arguments, both times, see if it has 
changed) 
6- What are the things you’ve heard about dumpster diving? (Before) 
7- Do you have friends or people you know who goes dumpster diving? (Before) 
8- What is YOUR opinion on dumpster diving? (Both) 
9- What are your thoughts now on dumpster diving, after watching the video? (After) 
10- Has your perception on dumpster diving changed after watching the video? (After) 
11- What are the most convincing elements of the video? (After) 
12- What are the less convincing elements? (After) 
13- In your opinion, what is the message of the video? (After) 
14- What would you change in order for it to be more convincing? (After) 
15- As a student, was the video appealing to you? If so, how? If not, why? (After) 
 
Interviewees (anonymous in the assignment): 
1st : Lea Damgaard, 23 years old, Danish student at RUC (Communication Studies) 
2nd : Luna Ortega Torres, 21 years old, Spanish exchange student at RUC (Communication Studies) 
3rd : Jason Mosio, 25 years old, French exchange student at RUC (Journalism and Political Science) 
4th : Aske Nydahl, 27 years old, Danish student at Copenhagen University (Health and Medicine) 
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Appendix 2 
Summaries of the interviews from our target group 
 
Interviewees and answers 
We gathered the answers from our interviewees both before and after watching the video, and 
analysed their positions using linked theories. Of course, this is only one interpretation we gave 
to the whole thing, but our perception of their opinions might have been corrupted along the way, 
because of our different mindsets and personal vision of the world. 
 
Before watching the video: 
1st interview: The interviewee is a Danish 21-years-old student at RUC. She “thinks” she knows 
dumpster diving. Her definition of it: going in a dumpster outside of a store, finding food or 
objects we can use at home. First thing that comes to her mind when hearing dumpster diving is 
“food” and “cheap way to get stuff”. Never been dumpster diving. She would go dumpster diving 
because it is cheap, it doesn’t waste food or objects. She thinks it is horrible that most people 
don’t get enough food. She would not go because of the scary part of contaminated food (meat 
and seafood especially), and getting caught. The rumors she heard about dumpster diving is that 
it is the cheapest way to get food, and not wasting food at the same time. Some of her friends 
made delicious meal out of dumpster dived products. She then sees dumpster diving in a positive 
light because of it. The social influence her friends had on her habitus seemed to work out. She 
heard also about the supermarkets that are not completely thrilled with the idea and often will get 
you to leave. She knows very few people (friends, all students) that goes dumpster diving to get 
food and other stuff. Her opinion on dumpster diving is positive. She wants to try it. Her living 
situation at the moment (with her parents) doesn’t make her need to go get free food, but if the 
situation were to change, then she would consider going dumpster diving. She would make it a 
social thing, because she is scared: scared of getting caught, scared of what other people might 
think (if she is alone, if she’s in a group it matters less). 
 
2nd interview: The interviewee is a Spanish 21-years-old RUC student. knows what is dumpster 
diving, thanks to the comments of her friends that she met when she arrived to Denmark, four 
months ago. This spanish student defines dumpster diving like “the action of taking food that the 
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supermarkets do not want anymore, then leave in the dumpsters”. When she heard the word 
“dumpster diving”, many good associations come to her mind: “sharing”, “ecologic”, “free”, 
“healthy food” and “opportunity to get free food for people who cannot afford it”. However, she 
has never been dumpster diving. But she would do it because “it is economic and funny”. In 
addition, according to her answers, she identifies dumpster diving as a social activity and as an 
opportunity to think differently. The reasons why she would not go dumpster diving are related to 
the state of the food, since she thinks that sometimes it can be unsanitary. She heard also that 
different supermarkets in Copenhagen put the expired food in the dumpster when they close. In 
that moment, according to her, people go and take the food. Furthermore, she knows people who 
go dumpster diving, mainly  exchange students. She specifies that those people do it because they 
live in Copenhagen (where are the most of the supermarkets) and they have the opportunity to do 
it. Finally, her personal opinion about dumpster diving seems quite positive, since she thinks that 
it is something that should be done in other countries (in Spain, for example, it is not popular at 
all), because “supermarkets throw away tons of food that still can be consumed, because the 
products are in good conditions”, above all in this context of economic crisis that we are 
experiencing. 
 
3rd interview: The interviewee is a French RUC student. He knows dumpster diving and defines 
it by “gathering the goods that people and supermarkets are throwing away. People collect those 
in dumpsters”. When he hears “dumpster diving”, the first thing that comes to his mind is the 
word “dumpster” and the action of “diving into the dumpsters”. He has never been dumpster 
diving. To him, “dumpster diving” is positive because it helps people sustain on something that is 
getting thrown out anyway. It is also a way to get cheap food, since it is expensive in Denmark. 
He would mainly go for economical reasons. He would not go because he thinks it might be 
illegal, unhygienic and social stigmatisation, the image it reflects of someone dumpster diving. 
He heard about dumpster diving, and the comments were that it was a cool thing to do to get free 
food, and nice thing to do, economically wise. He has a few friends that are dumpster diving. His 
opinion on dumpster diving is quite positive, he thinks it is a nice way of collecting wasted food 
that can make something else, a good dinner for example. 
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4th interview:  
The interviewee is a medicine student in Copenhagen. Throughout both the before- and after-
interview he drew primarily upon his background in the subject of his study, when arguing 
against the action of dumpster diving, while intensively arguing for the action and phenomenon 
while drawing upon his political interest using both an economical as well as an ethical discourse. 
During the before interview he seemed to have a very deliberate opinion about dumpster diving, 
where he considered the lack of control of the condition of the products as the primary reason for 
not going dumpster diving. He considered whether or not he would have had a different opinion 
on this if he did not study medicine/health. His first association to the term dumpster diving is 
recycling, or modern recycling in his own words. 
If he were to go dumpster diving it would only be due to economical circumstances. 
Again, he feels that the subject of his study has a major influence in his reasons for not wanting 
to go dumpster diving, and believes that it is the case for his network on his study-programme. 
 
After watching the video: 
1st interview: Dumpster diving still inspires the words “food” and “free” to her. Although she 
thinks it still looks unsanitary at times, she noticed and was amazed by the variety and the 
amount  of food she could get. But having already worked in a supermarket, she is a bit conscious 
on why the people are throwing the stuff out in the first place. She thinks people that dumpster 
dive should be extra careful choosing the products they will eat. But even with that in mind, she 
thinks it is a nice thing to do, that it should be done, but also people need to be responsible about 
it. She thought the video was fun and made it look more appealing. She was reassured to know 
that it’s not illegal. Did not, but made her think about being more cautious about it, because she 
did not think that was the purpose of the video. The convincing elements in the video were 
visual: seeing people doing it  and displaying the enormous amount of food we got. But then, 
surprisingly, the negative elements were also from a visual nature: she thought it looked 
unsanitary at times, sketchy, iffy. She thought the message of the video was “One man’s trash is 
another man’s treasure”, that there is nothing wrong with doing it, that you should give a second 
life to thrown out products. In the video, she would have find it more interesting to show the right 
foods for picking, create an awareness that is for the new dumpster diver, a kind of guideline. 
But, from an overall point of view, the video was appealing to her, especially since she is moving 
	   40	  
soon to Copenhagen in an apartment this summer, and dumpster diving will become an option 
she will sincerely consider, since she will try to save money on rent and so on. She told us that 
she has a friend that will take her dumpster diving, so she already has plans and social motivation 
for going .     
 
2nd interview: It is interesting to notice that the answers about the general opinions towards 
dumpster diving do not change at all. She keeps thinking that it is important to make the most of 
the expired food in this context of economical crisis, because there are people suffering because 
of the absence of food. The words that come to the interviewee’s mind stay the same (sharing, 
ecologic, free, healthy food...), and also the questions related to the reasons why she would or 
would not go dumpster diving have the same answers than before watching the video. So, we 
cannot notice any change in her thoughts on dumpster diving after watching the video, since her 
perceptions are “still positive”. But the interviewee adds: “the video shows clearly how is the 
process”. That information is quite relevant in the case of this interviewee, since she knew what 
was dumpster diving even before watching the video, but she has never done it. On the other 
hand, for this interviewee, the most convincing elements of the video are “the parts of the action 
itself”. According to her words, “it is shown how is the space to do it, and the most important 
thing in her opinion: the food shown is in good condition". To know that dumpster diving is 
legal, thanks to the video, is also another important information. However, for this interviewee, 
the less convincing elements of the video were that it is shown in the perspective of someone 
who does not have money to buy food. She have would like to see some elements related to the 
waste of food in good conditions. But she thinks that the message of the video is clear anyway, 
and she adds: “if your aim is to inform about dumpster diving, then you totally got it”. The 
interviewee would include more information about which supermarkets put foods in the 
containers and where they are exactly. As a student, she thinks that the video could be more 
“attractive” to make it “more dynamic and less boring”. And she give us an example: “I would 
change the music and select another song more cheerful, which fits with the movements of the 
actor. Moreover, I would cut some parts of the scenes, to make it faster, because sometimes the 
actor is not doing something important or the viewer has already collected the information about 
what he’s doing, and it’s important to change to the next scene.” 
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3rd interview: After watching the video, the French student still thinks first about the word 
“dumpster” when he hears “dumpster diving”. He now thinks the positive aspects of going 
dumpster diving is its gratuity, the variety of food he might get and the aspect about being able to 
give a second life to the food products. After a long silence and time thinking, he could not find 
any negative arguments that would make him not want to go, now that he knows that it is legal 
and somehow cleaner than he thought. His opinion now is that it is a good alternative for people 
who don’t want to spend a lot of money in food. He has a hard time thinking it’s going to waste. 
After watching the video, he admitted that it seemed way easier than he thought. He was also 
surprised that it might take the same amount of time going to the supermarket, but in his opinion 
there is a certain structure that needs to be improved in the supermarkets’ containers area. To his 
taste, the video did not change his perception of dumpster diving. It only showed what is good in 
it. In his opinion, the most convincing elements of the video were the display of the easiness of 
going dumpster diving, the reassurance of seeing packed stuff and no disgusting leftovers from 
restaurants or anything. He thought it was nice, yet shocking, to see such useful products of 
everyday’s life such as milk in the dumpsters. He enjoyed seeing that you can make the selection 
for the most fresh goods, in order to get only the best. Then, the less convincing element were the 
fact that the footage was behind the store, during the night, and seeing dumpsters in a dim light. 
In his opinion, it made the whole ambiance of dumpster diving unwelcoming and dangerous. He 
thought the message of the video was: it would be stupid to starve to death when there is so much 
food that is getting thrown out everyday. He doesn’t know how the video could be improved. As 
a student, the video was appealing to him because it was entertaining and makes you reflect on 
the possibilities of doing it in real life. He thought as well it made him feel stupid that he could 
get free food, instead of buying expensive food at the grocery store. Although he thinks dumpster 
diving is good, he would personally not go. 
 
4th interview: 
He did not change his attitude towards the phenomenon in any way, he did, however, nuance it 
some. When watching the clip with Igor going for food from the bakery, he realised that his 
unwillingness to dumpster dive might also stem from social conventions illustrated through 
security/health measures and his and general upbringing. He considered going for food from the 
bakery’s dumpster, but concluded that he would only do it under extreme economic 
	   42	  
circumstances, and definitely not for any ethical reasons, since he believes that there exists more 
effective ways of changing the food-industry into something more ethical. He thinks that the 
amount of food-waste stems primarily from economical premises. 
The most convincing element in the video was the clip, where we showed the amount of edible 
foods. He also liked the contrast between the “dream-scenario” of a disgusting dumpster and 
Igor’s way home from dumpster diving. 
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Appendix 3 
Dimensions of reading 
 
SCHRØDER; pp.233-258 
The explanation of the dimensions is provided in close proximity to the text of the authors for 
escaping lack of clarity, and ambiguity. 
Motivation - 
“Includes both cognitive and affective processes, by drawing simultaneously on other dimensions 
of reception, whether the given media message is worth their while. The dimension of motivation 
deals with the link between readers personal universe and the universe perceived to be presented 
by the text. These links of relevance can be based on personal ‘interest’ in the subject matter of 
the message, reminiscence - something in the message reminding the reader of people or 
experiences innovation the experience of gaining new insights provided by the text, identification 
- feeling some kind of attachment to a character in the text. Community - feeling the sense of 
belonging in the textual universe. Readers commute between the degrees of involvement between 
strong and weak. It should be noted that a reader may have strong priori motivations towards 
media and genres. 
Comprehension - 
“Comprehension is to be understood as decoding continuum from complete divergence from to 
complete correspondence to either the encoders’ intended meanings or the readings produced by 
other recipients. “Pragmatic intention to compare encoders intended meanings with specific or 
deviant audience comprehensions is suitable for communication campaigns (the product, video, 
of the project can be treated as a part of video communication campaign) where the question is 
whether the message got through or not. 
Fictional material  (our material is partially fictional) might be prone to produce plurality of 
differentiated audience responses that is of worth to encoders’ attention.  
People can find themselves at a loss to make sense of a media message, fail or refuse to engage 
with the discourse deep enough to reconstruct or redefine it. 
Schroder presents argument of Fiske “audience may ‘rewrite’ text so as to generate their own 
subordinate identification with programme material”.    
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Discrimination - 
- Aesthetically critical stance towards the text as audience comments are concerned with 
pragmatic and syntagmatic aspect of the textual production and are characterised by awareness of 
‘constructedness’. On one hand audience can perceive the media message as “an unquestionable 
transparent representation of social reality”, on the other hand they may show “an awareness of 
human element in the production” of the message and indicate on the ‘ingredients’ in use by 
textual producers for specific purposes. Dimension of aesthetic discrimination includes and takes 
the form of a continuum from  immersion to critical distance. And actual readings are 
commuting  between different positions on the continuum. Comments on stylistic qualities would 
belong to the category of discrimination. With some genres as previous research indicates 
‘immersion’ and ‘distance’ exist as plausible readings positions.  
Position 
This dimension covers the respondents opinion and attitudinal stance towards the message. 
Applies only to ‘subjective’ attitude to the text accompanying the reading. Meaning that a 
recipient’s specific towards the text attitude is in play at all times during the process of 
perception. 
Position includes continuum if attitudinal responses from ‘acceptance’ to ‘rejection’ of the 
perceived textual position and the various textual elements perceived to make up that position. 
The readers adoption to of a stance towards the text should be conceptualised as a process of 
commuting between even though stable ‘accepting’ or ‘rejecting’ responses are conceivable. 
‘Acceptance’ does not mean adoption of ‘preferred’ hegemonic position supposedly inscribed in 
the text but the reader’s agreement with what he or she perceives to be the message of the text. 
Readers ‘accept’ perceived  textual meaning doing so unaware, and their response is not based on 
careful deliberations. “In contrast, ‘rejecting’ response, partial or global, to the perceived textual 
position is bound to be consciously recognised by readers, because the very recognition of 
attitudinal difference produces an awareness of the power relations inherent in communication; 
the existence and struggle of conflicting perceptions of social and cultural phenomena.” “With 
the concept position the model attempts to cover the informant’s subjective experience of 
agreeing or disagreeing with the perspective perceived by the informant to reside in the text.” 
(meaning the first question is what the message is to you ?(the message to a single informant can 
be different from the message intended) the second: to you agree with it?) 
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Evaluation 
Is concerned with the way in which informants’ readings correspond to ideological position in the 
social formation, such correspondences have direct implications for the role of mass media in the 
struggle between hegemonic and counter-hegemonic political forces. Focus of the dimension is 
on the readings produced by recipients based on their dominant, negotiated oppositional stance in 
relation to the ‘preferred meaning’ ‘inscribed’ in the media message. On the dimension of 
evaluation the domain of ‘subjective’ readings enters the ‘objective’ domain of social discourses 
where the analysis, drawn upon a political analysis of the social formation, relates readings to a 
continuum of ideological positions from ‘hegemonic’ to ‘oppositional’. 
Example anti-racist satirical tv programme, where the reading ‘accepts’ the perceived 
progressiveness of the programme must be categorised as ideologically ‘oppositional’ to the 
latent common-sense racism that may otherwise command the public media. 
‘Objective’ are in inverted commas, because what analyst in effect does on his level is to evaluate 
audience readings not objectively but in terms of his or her personal political analysis of the 
social subject matter of the message. To pronounce a given reading hegemonic or opposition 
means that if the reading were converted into a social practice, it would contribute to preventing 
or bringing about what he or she sees as desirable social change, respectively. Ideological 
implications of audience readings of a media text may be so heterogeneous as to defy one 
ideological verdict. 
“Political evaluation of readings involves the analyst in assessing hypothetically what the likely 
consequences would be if readers were to let their readings influence their social practice. 
Implementation. 
the dimension explores the relationship between audience readings and consequential execution 
of the readings (change of the behaviour). The dimension draws attention to the readings that are 
followed to the respective action - implementation of readings. Oppositional readings of 
hegemonic media messages for example may be directly challenged into a political practice that 
contribute to incremental social change. 
 	  
